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Purpose – This study examines the nature of consumers’ perceptions of the value they derive 
from the everyday experiential consumption of mobile phones and how mobile marketing (m-
marketing) can potentially enhance these value perceptions.  
Methodology – Q methodology is used to examine how consumers’ subjective perceptions and 
opinions are shared at a collective level. Forty participants undertook two Q sorts and the data 
was analysed using PQ-method.  
Findings – The first Q sort identified three profiles of perceived value: the Mobile Pragmatists, 
the Mobile Connectors and the Mobile Revellers. The second Q sort identified two profiles of 
perceived value of m-marketing: one emerging from the shared opinions of the Mobile 
Pragmatists and the Mobile Connectors, and the second from the Mobile Revellers.  
Implications/limitations – The findings show how consumers can be segmented based on their 
contextualised perceived value of consuming mobile phones and how the potential for m-
marketing is perceived in ways that can enhance these value perceptions. Limitations relate to 
deriving statements for the Q sorts and the generalisability of the results. 
Practical implications – The findings highlight ways to tailor m-marketing strategies to 
complement consumers’ perceptions of the value offered through their mobile phones. 
Originality/value of paper – The study contributes to the literature through using Q 
methodology to examine two subjective areas of consumer behaviour, experiential consumption 
and consumer perceived value. 
Keywords mobile phones, mobile phone marketing, consumer perceived value, Q methodology, 
experiential consumption 




1.  Introduction 
 
Mobile phone marketing (m-marketing), defined as any form of marketing communication 
delivered to a mobile phone, offers potential opportunities to create value for consumers (Anckar 
and D’Incau, 2000). This value includes: advertising (e.g. Haghirian et al., 2005; Komulainen et 
al., 2007) and location-based mobile services or mobile content services (e.g. Pihlström and 
Brush, 2008; Pura, 2005; Repo et al., 2006). Despite the potential value involved, marketers also 
should appreciate that since much of people’s interactions with their mobile phones exist outside 
a marketing experience, individuals may be reluctant to make their mobiles accessible for 
marketing activity (Grant and O’Donohoe, 2007).  
 
It is argued, therefore, that marketers should understand how individuals perceive the value of 
their mobile phones through the ways that it is contextually situated in their lives, in addition to, 
or in conjunction with, the ways m-marketing might create value to enhance their mobile 
lifestyles (Anckar and D’Incau, 2000; Grant and O’Donohoe, 2007). In this study we take an 
experiential view of consumption, (e.g. Holbrook and Hirschman,1982; Holt, 1995), and use 
Sheth et al. (1991)’s theory of consumption value as a theoretical lens to examine this issue. 
Despite the need for consumer behaviour research of this nature, to-date no studies have been 
found that attempt to integrate the two theoretical perspectives. Thus, there is little evidence of 
how, or indeed whether, m-marketing provides value that enhances people’s everyday 
experiential consumption of mobile phones.  
 
To address the issues noted, we used Q methodology (QM) to examine the experiential value of 
mobile phones and m-marketing. While not widely used in marketing research, QM can examine 
the more subjective aspects of marketing and consumer behaviour. Thus, the study contributes to 
marketing theory and practice in three ways: 1) by combining an experiential view of 
consumption with perceived value examine factors relating to consumer behaviour and mobile 
phones; 2) through identifying and describing consumers’ perceptions of the value in their 
everyday consumption experiences with mobile phones and how m-marketing might complement 
and enhance this value; and, 3) by demonstrating how QM can be used in a marketing context.  
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2.  Theoretical frameworks of consumer perceived value and experiential consumption   
 
Customer perceived value is viewed as a construct with distinct and additive concepts that arises 
from the multi-dimensional aspects of consumer value (Sánchez-Fernández and Iniesta-Bonillo, 
2007). The theory of consumption value (Sheth et al., 1991) is one such example where 
consumers’ choice decisions are based on how they discriminate between five elements of value: 
functional, social, emotional, conditional and epistemic (see Table One for descriptions). This 
theory has been applied in electronic marketing contexts, for example: consumer decisions to use 
or not use the Internet for purchasing (Andrews et al., 2007), and consumer decisions about using 
mobile content services (e.g. Pihlström and Brush, 2008; Pura, 2005).  
 
Additionally, such a multi-dimensional conceptualisation of value forms part of an experiential 
view of consumption (Holbrook and Hirschman, 1982). For example, a consumer’s perceptual 
and relative preference for products or services may arise from the symbolic meanings, hedonic 
responses and social practices surrounding a consumption object and its setting (Holbrook and 
Hirschman, 1982). In furthering the experiential view of consumption, Holt (1995, p. 1) states 
that “how individuals understand, evaluate, appreciate and use consumption objects in particular 
contexts”  can be understood through a typology of four practices namely: consuming as 
experience, consuming as integration, consuming as classification and consuming as play (see 
Table One for descriptions). This typology offers ways to examine how perceived value is 
located in a possession. Thus value is derived through individuals’ cognitive and affective 
perceptions, interpretations and responses arising from their contextualised meanings in the 
everyday consumption practices surrounding the possession. The experiential view also 
acknowledges that consumers’ anticipation of consumption is important, such as their evaluations 
of aspirational products (e.g. Richins, 1999). Thus, consumers’ experiences may begin at the pre-
consumption stage “… with the valuing of an idea of a product or service” (Flint, 2006, p. 356). 
 
INSERT TABLE ONE ABOUT HERE 
 
Both theoretical frameworks provide ways to examine aspects of experiential consumption value. 
Holt’s theory articulates varying practices of consuming an object for different outcomes, for 
 4
example to classify oneself against others (consuming as classification), or for amusement 
(consuming as play). The Sheth et al. theory complements these consumption practices by 
permitting researchers to identify not only the different elements of value within these practices 
(e.g. social or functional), but their relative importance to the consumer. It is argued that 
combining these two theoretical frameworks provides researchers with ways to gain rich insights 
into consumers’ experiential consumption of a product or service, since the elements of value 
identified in the practices directly or indirectly reflect the extent to which the consumer values 
that product or service for its ability to facilitate the practices.  
 
3. Research into experiential consumption and perceived value for mobile phones and m-
marketing. 
 
This section examines two streams of research considered relevant to the notions of experiential 
consumption and perceived value that underpin this study. The first stream relates to how the 
everyday experiential consumption of mobile phones creates value. The second stream relates to 
the value of m-services and m-marketing to enhance consumers’ everyday experiences with their 
mobile phones. The discussion also reflects how the two theoretical frameworks identified earlier 
are evident in these studies to provide insights into how perceived value may be embedded in the 
experiential consumption practices surrounding mobile phones and m-marketing. 
 
It is recognised that much of people’s everyday experiential consumption of possessions occurs 
outside a market relationship (Carù and Cova, 2003). This is important since the mobile phone 
contains intrinsic and extrinsic value as both an object and an experience, which has taken shape 
as the phone becomes a part of the consumer’s everyday life (Licoppe and Heurtin, 2001; Ling, 
2001). It is possible, therefore, to conceptualise owning and using a mobile phones in terms of 
the types of experiential consumption practices that provide perceived value for the consumer.  
 
While not addressed well in the consumer behaviour literature, the experiential value of mobile 
phones as consumption practices is explored in other studies. For example, experiential 
consumption value can be contextualised as gifting (providing others with one’s mobile phone 
number) shown through the socially-constituted values, norms and obligations of short messaging 
services (SMS) and the shared use of mobile phones among one’s social groups (Licoppe and 
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Heurtin, 2001). Moreover, the mobile phone can be contextualised as a symbol that an adolescent 
is in transition to maturity (Ling, 2001). These symbols involve social practices surrounding 
borrowing or owning the phone, payment practices, and identity-marking through the use of SMS 
as the teenager matures. These examples reflect consuming as integration (Holt, 1995) where the 
consumer is able to integrate self and the mobile phone to access its symbolic properties. Within 
this practice, it is possible to identify elements of social value (Sheth et al.1991), and its degree 
of importance for the individual in terms of his/her group associations and membership. In Ropke 
(2003) the value of the mobile phone is contextualised through the individual’s perceptions of a 
fragmented life, such as an emphasis on avoiding insecurity, the need to coordinate daily 
activities and to manage time effectively by doing things on the move. This illustration reflects 
Holt’s consuming as experience as it relates to the consumer’s subjective and emotional reactions 
to the mobile phone in his/her everyday life. It also reflects functional value through the 
utilitarian attributes that permit the consumer to use the mobile phone to deal with their 
fragmented life. The examples provide support for our argument that it is important for marketers 
to understand how perceived value arises from consumers’ everyday practices with their mobile 
phones in order to better understand how m-marketing can complement and enhance this value. 
 
Komulainen et al. (2007) explicitly examined perceived value in m-advertising to identify what 
and how elements influence consumer behaviour. They argue that understanding the more 
nuanced elements of consumer perceived value, and their identified sources, is more useful than 
simply identifying value concepts alone. Their study examined how retailers differ in perceptions 
of the value of mobile advertising for their businesses. Retailers were clustered based their 
perceptions of the value arising from the tradeoffs between actual and potential benefits and 
sacrifices resulting in a number of business practices as the sources of value, and how they 
differed between the retailer groups identified. Their study further highlights the possibilities of 
integrating types of practices, in this case business practices, with elements of perceived value to 
examine their influences on the behaviours of different business groups. 
 
Mobile content services provide opportunities for marketing experiences that create value for 
consumers in their everyday activities. For instance, consumers can initiate contact with 
providers’ sites that offer m-services relating to information, such as news, sport or weather 
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reports; and entertainment services such as games, ringtones, or streaming videos through the 
mobile Internet (Pihlström and Brush, 2008; Pura, 2005; Repo et al., 2006). Pihlström and Brush, 
(2008) applied the Sheth et al. (1991) theory to compare the perceived value of information and 
entertainment mobile services. Findings show that emotional value has a strong influence on 
consumers using entertainment mobile services, compared to information service users, who were 
more influenced by the convenience value. Pura (1995) also used this theory and identified that 
commitment and behavioural intentions towards location based services are strongly influenced 
by conditional and emotional value in specific use contexts, such as when a service is important 
to the consumer, but epistemic and social value were not significant. Additionally, this provision 
of m-services suggests a consuming as experience practice reflecting how such offerings can 
become part of the consumer’s everyday life. However, depending on the context of use (or 
practice), the element of value having the most influence on that use is likely to vary. For 
example, it may be the more utilitarian sources of conditional value for some customers to deal 
with expected or unexpected situations, or epistemic value for others where the m-services can 
arouse curiousity and satisfy a desire for knowledge in a novel way.  Such studies demonstrate 
that by understanding what aspects of perceived value are important to their consumers, mobile 
services providers can market their products in ways that create value for customers in their daily 
activities. 
 
In summary, this review of theoretical frameworks and relevant research provides support for our 
argument that combining the experiential view of consumption with a theory of consumer 
perceived value forms a well-grounded theoretical framework to examine consumer perceived 
value of mobile phones and m-marketing. To do so, the following research questions guide this 
study:  
 
1. How do consumers perceive the value of their mobile phones through their everyday 
consumption practices? 




4.  Methodology and research design 
 
We have used Q Methodology (QM) for this study as it provides a sound method and research 
design to examine individuals’ subjective experiences and opinions; and how their meanings are 
shared at a collective level (Barry and Proops, 2000). QM has been applied in marketing 
contexts, for example: to cluster consumers regarding their attachment to self-signifying 
possessions (Schultz Kleine et al., 1995), how visitor experiences can be clustered to provide 
more focused approaches to tourism marketing (Fairweather and Swaffield, 2002). These studies 
demonstrate the applicability of QM to examine specific phenomenon where capturing and 
clustering individuals’ subjectivity is of increased importance.  
 
Research design and procedures 
A typical QM study follows the same basic steps. Table Two shows these steps which are 
adapted from Addams and Proops (2000). Each step is identified and elaborated upon in the 
following discussion, with additional support from Barry and Proops (2000) and McKeown and 
Thomas (1988).  
 
INSERT TABLE TWO ABOUT HERE  
 
In relation to Step 1 in Table 2, the discourse of interest is the need for marketers to have 
insights into consumers’ subjective perceptions of value arising from their everyday mobile 
phone consumption practices to better understand how m-marketing might enhance this value.  
 
Step 2: Collecting statements about this area of discourse. The statements used in this QM study 
were drawn from 15 qualitative interviews conducted by the authors. The sample comprised 
males and seven females. Their ages ranged from 18 years to over 50 years. Education ranged 
from basic vocational qualifications to professional qualifications, while 12 of the 15 
interviewees were employed. The first stage of the interview, where participants talked about how 
they experience their mobile phones in everyday life, was sensitised by Holt (1995)’s Four 
Metaphors of Consumption. In the second stage, participants were asked to talk about m-
marketing. Early interviews showed that participants had limited experience of m-marketing, 
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which is still in its infancy in Australia. As a result, subsequent interviewees were asked to talk 
about how they viewed the possibilities of m-marketing for themselves. Additionally, short 
scenarios were used based on location-specific m-marketing and customer-initiated contact.  
 
Step 3: Statement selection. One hundred statements were drawn from the qualitative data. An 
inter-rater reliability test with four researchers not involved in the study was used to reduce the 
number of statements for the two Q samples. The Mobile Experiences Q Sample was reduced 
from 75 to 50 statements and the M-Marketing Q Sample from 25 to 16 statements, with inter-
rater agreement ranging from 85 – 90%. The M-Marketing Q Sample was kept intentionally small 
to increase the likelihood that participants in the QM study would complete both Q sort tasks. It 
should be noted that using two different Q Samples in a QM study is not a common approach. 
While studies have used more than one sorting task, these are usually the same Q-sample sorted 
under different instructions (see examples in Addams and Proops, 2000). The two Q Samples 
were used to examine whether, and how, the M-Marketing statements would group in the 
analysis to identify aspects of perceived value that complemented and enhanced participants’ 
subjective perceptions of value identified from the Mobile Experiences statements. The only way 
to achieve this was for the P-set to do two separate sorting tasks so that the M-marketing 
statements were not sorted as part of the main sorting task. 
 
Each statement was typed onto a separate card and numbered appropriately. These two sets of 
numbered statements are shown in Appendix One and Two. Two scorecards were developed, 
both using a seven-point Likert-type scale ranging from -3 (strongly disagree) to +3 (strongly 
agree). The number of statements permitted at each interval on the measurement scale was 
identified for each scorecard. This results in a predetermined, quasi-normal distribution pattern 
providing a more refined discrimination in the participant’s level of agreement or disagreement with the 
content of the statements. Participants were instructed to complete the Mobile Experiences Q 
Sample first, followed by the M-Marketing Q Sample. Thus, the participants had identified their 
subjective opinions about their experiential consumption of mobile phones before moving on to 
the m-marketing statements. After completing each sorting task, the participants filled in the 
relevant scorecard by writing the number of each statement under the appropriate column shown. 
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Figure 1(a) and 1(b) show examples of completed scorecards in this study to clarify the 
procedure. 
 
INSERT FIGURE 1(A) AND FIGURE 1(B) ABOUT HERE 
 
Step 4 in Table Two identifies the Sample recruitment and sorting procedures. The P-set for this QM 
study was recruited using a combination of purposive and network sampling. Six undergraduate 
and ten postgraduate business students at a major metropolitan university were initially recruited. 
Each participant was asked to recruit two more participants who were not university students, 
through their social networks. A total of 50 sets of material were distributed. Each set of research 
material contained an introductory letter, the statements for the two Q samples, a comprehensive 
set of written instructions for completing the Q sort tasks, the two scorecards, and a form to 
collect demographic information. As the Q sorting tasks were not supervised by the researchers, a 
stamped and addressed envelope was provided to return the material. An incentive was included 
in the material in the form of a $1 “instant scratch-it”, a type of lottery ticket where the person 
might win a monetary prize ranging from $2 to $250,000 depending on the combinations of 
symbols on their ticket. 
 
Of the 44 Q sorts returned, four were incomplete, resulting in a final P-set of 40 participants. 
Fifty three percent were men and 47 percent were women. Fifty nine percent of the sample was 
aged between 18 and 25 years, with a further 28 percent aged between 26 and 35 years. Forty five 
percent of the sample had 12 years of schooling while 41 percent had a tertiary qualification. 
Thirty nine percent of the sample had casual employment and 52 percent were in full time 
employment across the private and public sectors. They ranged from light to heavy users of 
mobile phones.  
 
Step 5: Statistical analysis. The data from the Q sorts were entered into PQMethod v.2.11, a 
freeware analysis package tailored specifically for QM studies. A separate project was set up for 
each Q sort. The statements and their numbers were typed into their relevant project then the data 
from the scorecards were entered and checked for errors. In the first stage, a varimax-rotated Q 
principal components analysis was run for each Q sample. In the Mobile Experiences Q sort 
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factor analysis, Factor A explained 20 percent of the variance, Factor B explained 14 percent, and 
Factor C explained a further 15 percent. Factor D explained eight percent, but has not been 
included in the results due to its small variance and lack of interpretability. Barry and Proops 
(2000) suggest that factors with lower variances and unclear interpretability be excluded from 
findings. In the M-Marketing Q sort factor analysis, Factor A explained 31 percent of the 
variance and Factor B explained a further 16 percent. While there were two other factors 
identified, their explained variances were low and their interpretability was not clear. Thus, the 
retained factors explained 49% of the variance for the Mobile Experiences factor analysis and 
47% of the variance for the M-Marketing factor analysis. These variances are more than 
satisfactory for a QM study (Barry and Proops, 2000). The results of the two Q factor analyses 
are shown in Appendix Three.  
 
The  sixth and final step shown in Table Two relates to: Interpreting and explaining commonly shared 
attitudes or opinions. The factor arrays areplaced side-by-side and interpreted through 
summarising descriptions of the viewpoint being expressed in each factor, based on how the 
statements have been scored as shown in the arrays.  It is the particular placing of statements in 
the distribution of scores that, when interpreted as a whole, creates the nuanced meaning of each 
factor (Barry and Proops, 2000). In the interpretations, the focus is predominantly on those 
statements that have factor scores of strongly agree (+3), agree (+2), disagree (-2), or strongly 
disagree (-3). However, reference is occasionally made to statements in a factor array that are not 
located in these ranges to further support the findings. Each of the tables in Appendices Four to 
Six and Eight to Nine show the side-by-side arrays of statements for these factors. These findings 
are discussed in next section. 
 
5.  Discussion of the findings 
 
Findings from the Mobile Experiences Q sort 
The discussion in this section addresses the first research question posed: How do consumers 
perceive the value of their mobile phones through their everyday consumption practices? The 
findings from the Mobile Experiences Q sort identified three main factor profiles relating to how 
the participants perceive the experiential value of their mobile phones, labelled the Mobile 
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Pragmatists, the Mobile Connectors, and the Mobile Revellers. The interpretations of these 
profiles identify the interactions between Holt’s (1995) consumption practices and Sheth et al., 
(1991) theory of consumption value. The movement between the theories and the data sensitises 
the researchers to aspects of experiential consumption practices and value while permitting the 
statements to reveal the chain of evidence to increase the confirmability of the findings.  
 
Mobile Pragmatists (Factor A) form the first profile and are depicted by the statements shown in 
Appendix Four. They were named for their pragmatic and functional perceptions about the 
experiential value of mobile phones. Their evaluation of statements 13 and 15 suggests that while 
perceived as a necessary evil, mobile phones are not such a part of their lives that Pragmatists 
would be distraught without them. The functionality underpinning the Pragmatists suggests a 
practical recognition that mobile phones are firmly embedded in their everyday experiences, as 
suggested in consuming as experience (Holt, 1995). In this consumption practice, a product or 
service is simply part of an individual’s everyday experiences, as shown in statement 13. 
Moreover, statement 15, indicates an element of emotional value (Sheth et al. 1991), suggesting 
the low importance of the more affective or emotional aspects in the pragmatists’ experiential 
consumption of mobile phones. 
 
Mobile phones are a necessary evil nowadays (Statement 13, +3). 
I’m distraught without it – I need my mobile phone (Statement 15, -3). 
 
Statements 9, 38, and 49 suggest that this group perceives the experiential value of their mobile 
phones as a functional communications tool, reflecting elements of functional value that are 
important in the consuming as experience practice. It allows the Pragmatists to make contact and 
be contacted when they need to be. They recognise the immediacy of the contact that the 
technology provides. These statements also reflect the elements of conditional value that are 
important to this group for handling both anticipated situations and unexpected events.  
 
I just use my mobile phone for phone calls … that’s all ... it’s a functional tool (Statement 
38, +3).  
People like to make decisions right now … so they expect to be able to contact you 
immediately … they don’t want to have to wait until they can contact you at home or at 
work … they want to be able to make contact straight away (Statement 49, +2). 
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My mobile phone makes me feel safer … it makes me feel good that I can contact people 
when I need to (Statement 9, +2). 
 
While Pragmatists acknowledge the value of being able to make immediate contact, the findings 
also suggest that they do not set a high value on always being contactable or always being able to 
contact others. Their evaluation of statements 4 and 50 indicate they are prepared to set 
boundaries around when phones should be turned off. These findings suggest sources of 
conditional value that are of less importance to this group. 
 
I think there are times when it is appropriate to have your mobile phone off, such as in 
meetings or in certain social situations, like restaurants (Statement 50, +3). 
 I like to be always contactable by friends or to be able to contact others when I want to 
(Statement 4, +1). 
 
Pragmatists also see the functional value of SMS communications, rather than a light-hearted, or 
epistemic value. For example, their evaluation of statement 35 suggests that they only use basic 
abbreviations in SMS communications and are not familiar with the symbols and range of 
abbreviated words that others may use. This finding suggests a low level of engagement in 
practices reflecting consuming as integration, where they are not fully competent participants in 
the social world of the mobile phone.  
I only use the most common abbreviations in my SMS messages, I don’t know all the 
symbol things and the really short words that others use (Statement 35, +2). 
 
Moreover, their evaluation of statements 22, 24 and 27 relating to the more playful aspects of 
SMS, such as sending funny pictures, jokes or suggestive text messages (shown in Appendix 
Four) were are all rated 0. These findings suggest that practices involving consuming as play, 
particularly reflecting epistemic value, such as to arouse curiousity or to seek new experiences, 
are not perceived as providing value.  
 
Mobile Connectors (Factor C) were so named owing to their perceptions of the value of their 
mobile phones for its connectability. While Connectors represent the third factor identified in the 
Mobile Experiences data, they appear to be aligned with aspects of the Mobile Pragmatists, 
which is why they are discussed at this point. Appendix Five shows the statements that depict this 
cluster. Connectors see the experiential value of their mobile phones in terms of its 
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connectability. They want to be able to contact others and be contactable themselves, as 
demonstrated by their evaluation of statements 3, 4, 9, and 49, rated at +2. So as part of practices 
reflecting consuming as experience, it is possible to see elements of functional value, as well as 
conditional value that are important and achieved by the identification of the mobile’s utility as 
well its value in expected and unexpected situations.  
 
My mobile phone makes me feel safer … it makes me feel good that I can contact people 
when I need to (Statement 9, +2). 
I like to be always contactable by friends or to be able to contact others when I want to 
(Statement 4, +2).  
I want the communication capabilities … it’s important nowadays to have the mobile 
communication capability (Statement 3, +2). 
People like to make decisions right now … so they expect to be able to contact you 
immediately … they don’t want to have to wait until they can contact you at home or at 
work … they want to be able to make contact straight away (Statement 49, +2). 
 
Connectors are distinguished from the other two profiles as being the only one that positively 
identifies the experiential value of mobile phones in terms of visibility and social display, as 
suggested in their evaluation of statements 47 and 43. These are reflective of practices in 
consuming as classification, where the phone is used to classify oneself against others through 
display. Additionally, these statements reflect elements of social value that are important to 
Connectors, where the product is considered to possess symbolic or conspicuous consumption 
value in excess of their utility. Additionally there is evidence of elements of conditional value 
that are important arising from the types of situations where comparisons can be leveraged. 
 
I network a lot and when I use my mobile phone, it enhances my image of being competent 
... and more efficient (Statement 47, +2). 
There are people who take a quick glance to see what kind of phones other people have 
because it is indicative of their income and their success in life (Statement 43, +1).   
 
However, despite what appears to be quite a strong need for connection, Connectors it is not their 
only contact with the outside world and they identify the need to set boundaries, as suggested by 
statements 14 and 50. These statements reflect conditional value as part of the practices relating 
to consuming as experience but in the case of Statement 14 this value has low importance, where 
as in Statement 50, it has high importance.  
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My mobile phone is my only contact with the outside world (Statement 14, -2).  
I think there are times when it is appropriate to have your mobile phone off, such as in 
meetings or in certain social situations, like restaurants (Statement 50, +3). 
 
A final notable finding with the Connectors is that they are the only profile that does not see any 
experiential value in consuming mobile phones for playful purposes, the consuming as play 
practice identified by Holt (1995). This is evident in the statements 22, 23 and 24, which were all 
rated -3 and which relate to using SMS for contacting others in lighthearted or cheeky ways. 
These statements support the finding that Connectors appear to see the value of their mobile 
phones in terms of functional, rather than frivolous, connectability. For this group, therefore, 
practices regarding consuming as play and its associated epistemic value are not of importance. 
The connectors also do not identify with practices relating to consuming as integration or 
elements of emotional value. 
 
I send visual jokes that only work on a mobile phone … you know, those ones that flash or 
as they scroll down they move and change into something unexpected (Statement 22, -3).  
I send naughty/sexy text messages to friends … its fun and it gets them to think of something 
to send back … and that’s fun too. It makes me feel good (Statement 23, -3). 
I send jokes and funny pictures to my friends … its fun to give someone a quick laugh and 
let them know you are thinking of them (Statement 24, -3). 
 
 
Mobile Revellers (Factor B) form the second major profile in the Mobile Experiences data and 
are named for their apparent enjoyment of their phone. Appendix Six shows the statements that 
depict this group. Revellers perceive that it is important to have communication capability, as 
shown in their evaluation of statements 3 and 9 rated +3 and +2. Moreover, they perceive value 
in always being contactable and in contact with others, as shown by statement 4, while 
acknowledging the importance of having mobile phones turned off in specific situations, as 
shown by statement 50. These statements confirm the presence of practices relating to consuming 
as experience, together with elements and the degree of importance of functional and conditional 
value. 
 
I want the communication capabilities … it’s important nowadays to have the mobile 
communication capability (Statement 3, +3). 
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My mobile phone makes me feel safer … it makes me feel good that I can contact people 
when I need to (Statement 9, +2). 
I like to be always contactable by friends or to be able to contact others when I want to 
(Statement 4, +2). 
I think there are times when it is appropriate to have your mobile phone off, such as in 
meetings or in certain social situations, like restaurants (Statement 50, +3).   
 
However, for Revellers, the experiential value of their mobile phones is not necessarily for 
functional reasons, as shown in their evaluation of statement 38, rated -3. Unlike Pragmatists and 
Connectors, this group strongly disagrees that a mobile phone is merely a functional tool, 
suggesting that overall, functional value is of lesser importance.. This is further reinforced by 
their evaluation of statement 37, suggesting familiarity with the interactive aspects of SMS, and 
statement 40, showing they use additional functions on their mobiles. These findings reflect 
consuming as integration practices, where the individual assimilates the object in ways that 
makes them a competent participant in the social world of the consumption object. Moreover, 
these statements are also indicative of elements and importance of epistemic value. Using the 
mobile phone arouses curiosity, provides novelty and/or satisfies a desire for knowledge through 
investigating and integrating the different capabilities of the phone into Revellers’ lives. 
However, these findings do not provide evidence for practices related to consuming as play, 
despite indications of the importance of epistemic value for this group.  
 
I just use my mobile phone for phone calls … that’s all ... it’s a functional tool (Statement 
38, -3).   
I use the MSN messenger style writing when I text my friends … and the smiley face/sad 
face thing (Statement 37, +2).  
In addition to calls and SMS, I use the alarm clock and the diary function for appointments 
and things I have to do (Statement 40, +3). 
 
Revellers really like their phones and perceive experiential value through their emotional 
attachment, shown in their evaluation of statements relating to the subjective expressions about 
mobile phones. They do not perceive their phones as a necessary evil or as a burden, as suggested 
by statements 13 and 16 (both rated -3). Moreover, they perceive the value of their phone in a 
very personal way, “like a baby” that is taken everywhere, as can be seen in statement 12. These 
statements are not only reflective of practices in consuming as experience related to their 
subjective, emotional reactions to the mobile phone, but also to consuming as integration where 
the phone is firmly entrenched in their everyday life. Elements of emotional value are important 
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as the phone precipitates and perpetuate emotional feelings, such as being in love with their 
mobile phone as one would be with their own baby. For Revellers, however, consuming as play 
was not evident in their consumption practices, and there was a lack social value shown in their 
responses to the statements. 
 
Mobile phones are a necessary evil nowadays (Statement 13, -3). 
My mobile phone is like a burden to me (Statement 16, -3). 
It’s like my baby, I take my mobile phone everywhere (Statement 12, +2).  
 
In summarising these findings for the Mobile Experiences analysis, the statements identified for 
the three profiles demonstrate the presence or absence of Holt’s (1995) four consumption 
practices that individuals experience through possession and everyday use of their mobile 
phones. Then using Sheth et al.’s (1991) theory of consumption value as the theoretical lens, it 
was possible to identify the presence or absence of elements of perceived value within these 
consumption practices. Moreover, when value elements are present, the findings show their 
relative importance for consumers in each profile. Table Three summarises the key differences 
between the three profiles.  
 
INSERT TABLE THREE ABOUT HERE 
 
Linking the M-Marketing Q sort profiles with the Mobile Experiences Q sort profiles 
It will be recalled that there were two different Q sort tasks. This approach was used to examine 
whether, and how, the m-marketing statements would group to identify aspects of perceived 
value that complemented and enhanced participants’ subjective perceptions of value identified in 
the Mobile Experiences profiles. The results show that 11 of the 14 participants comprising the 
Mobile Pragmatists and four of the eight participants in the Mobile Connectors load on Factor A 
in the M-MARKETING analysis. Additionally, of the 14 participants that comprise the Mobile 
Revellers, seven of them load on Factor B. These findings show that the primary M-Marketing 
factor arises from shared opinions from participants identified as Mobile Pragmatists and Mobile 
Connectors, while the second factor arises from participants identified as Mobile Revellers. Both 
factors meet the requirement that a minimum of five participants load onto each factor (Brown, 
1980). Appendix Seven shows these loadings.  
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The following interpretations of the m-marketing factor arrays provide insights into how m-
marketing is perceived as being complementary to, or may enhance the importance of the 
consumption practices and the elements of value identified for the three groups in the previous 
section. The discussion also addresses the second research question posed: How might 
consumers’ perceived value of m-marketing enhance these perceptions of experiential value? 
 
Mobile Pragmatists and Connectors’ perceptions and opinions on m-marketing 
Appendix Eight depicts the key statements representing the Pragmatists’ and the Connectors’ 
subjective perceptions and opinions on the possibilities of m-marketing. One of the key 
distinguishing statements for the Pragmatists and Connectors in the M-Marketing factor arrays is 
that they strongly agree that there is enough marketing information available to them already 
without getting it on their mobile phone, as reflected in statement 1 (+3). Moreover, statement 16 
suggests they would still object to marketing on their mobile phones even if it was not overdone. 
This finding suggests that that m-marketing fits with a consuming as experience practice and that 
these two groups perceive that marketing activity is a pervasive, but negative feature in most 
people’s everyday life. It is argued further that this would be a typical ‘gut’ response to the idea 
of m-marketing from individuals who perceive that the experiential value of their mobiles phones 
is contextualised in terms of the importance of its functional and conditional value. Psychological 
reactance to advertising is recognised in the marketing literature (e.g. Clee and Wicklund, 1980) 
but does not appear to have been examined in an m-marketing context. 
 
There is enough marketing information available without having to get it on your mobile 
phone (Statement 1, +3). 
I don’t have too much objection to marketing through my mobile phone as long as they don’t 
overdo it (Statement 16, -2). 
 
Since participants were required to discriminate in their distribution of the 16 M-Marketing 
statements, it may be assumed that the remaining statements indicate these two groups’ 
perceptions and opinions in terms of their least objection to various ideas presented. Consistent 
with this group’s perceptions of the experiential consumption of mobile phones in terms of 
consuming as experience, the Pragmatists and Connectors revealed that they can see some 
functional value in m-marketing, providing it is handled with care. Their evaluation of statement 
14 and15 suggests what would be an acceptable and unacceptable amount of weekly m-marketing 
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communication. These finding imply the importance of elements of conditional value related to 
receiving m-marketing, in that it would be their perceptions of the antecedent conditions that 
provide or enhance functional value.  
 
I would be happy to receive five or six SMS marketing offers each week (Statement 15, -3).  
I would only like two or three offers if I asked for promotions through the SMS (Statement 
14, +1). 
 
In terms of the possibilities of m-marketing, the findings suggest that Pragmatists and 
Connectors may be receptive to the two strategies explored in this study, as shown in how they 
evaluate the relevant statements. The first strategy is location-specific m-marketing. The two 
groups express a positive evaluation of the idea of this strategy, as shown by statement 8 and 
further supported by statement six. These findings suggest a positive reflection of elements of 
conditional value, in that they identify conditions or situations under which this value would be 
apparent.   
 
I would be interested in location specific SMS special offers as long as there were not too 
many (Statement 8, +2). 
I would be more receptive to SMS special offers that were more specific to my work or home 
locations (Statement 6, +1).  
 
As identified in the secondary issues section in Appendix Eight, however, these two groups have 
no opinion regarding ways to provide permission to an organisation so that they can send out 
location-specific m-marketing. For example, statements four and five were both rated zero. 
Moreover, evidence from the Mobile Experiences factor arrays in Appendix Four suggest that 
Pragmatists have no opinion about entering SMS competitions (Statement 27) and Connectors 
disagree with this statement (see Appendix Five). These findings suggest a lack of importance 
towards the epistemic value of m-marketing, such as a need to provide novelty (entering 
competitions) and/or satisfy a desire for knowledge (about product offerings). Since entering 
SMS competitions are often used as a more playful way to gain permission for ongoing m-
marketing communications, these insights suggest that marketers may have to look for other 
ways to engage with Pragmatists and Connectors in order to enhance their perceptions of the 
functional or conditional value of location-specific marketing communications. 
 
I would go on a Website and fill in the little boxes of what I would be interested in receiving 
on my mobile phone and what I wouldn’t be (Statement 4, 0). 
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I would tick the box to receive SMS promotions from shops I go to often (Statement 5, 0).  
I have entered SMS competitions … its just a bit of fun … and you never know, I might win 
something (Pragmatists - Statement 27, 0 and Connectors – Statement 27, -1)  
 
The second strategy that is perceived favourably by these groups is customer-initiated contact for 
m-marketing, shown by their evaluation of statement 10. This approach, which would be located 
within consuming as experience practices, can give the individual greater control over the timing 
and content of the m-marketing communications being sought, thereby creating elements of 
conditional value and enhancing the need for functional value. However, the Pragmatists’ and 
Connectors’ evaluation of statements 11 and 13 (rated 0 and -2 respectively) suggests that they 
would not be interested in certain types of special deals, which they may consider somewhat 
frivolous. These finding further confirm a low importance for epistemic value for these two 
groups while supporting the importance of conditional value, through identification of antecedent 
conditions that would enhance the functional value of this approach to m-marketing.  
 
I like the idea of customer initiated SMS marketing offers because I would be asking for the 
service not the other way round (Statement 10, +2). 
I would be interested in receiving customer initiated SMS marketing offers that give me 2 for 
1 deals (Statement 11, 0). 
 I would like to receive SMS marketing deals on Friday / Saturday night (Statement 13, -2).  
 
Mobile Revellers’ perceptions and opinions on m-marketing 
Appendix Nine depicts the key statements representing Revellers’ subjective perceptions and 
opinions of the possibilities of m-marketing. In contrast to Pragmatists and Connectors, Revellers 
disagree with statement 1 “that there is enough marketing available without getting it on the 
mobile phone”. This suggests that in terms of consuming as experience, the pervasiveness of 
marketing activity is not perceived in a negative light, but simply as part of how things are in the 
experiential consumption of a mobile phone. Moreover, they may perceive that it has an upside as 
they have no objection to m-marketing as long as it is not overdone, as shown in their evaluation 
of statement 16. They also identify what “overdone” means in statement 15. However, they do 
not express an opinion on the limits of how many offers would be acceptable, as statement 14 
was rated 0. Taken together, these statements suggest that Revellers have a positive opinion 
towards m-marketing that reflects elements of functional and conditional value in that they 
perceive that m-marketing could offer them some value, as long as it is not overdone and the 
antecedent conditions are adhered to.  
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There is enough marketing information available without having to get it on your mobile 
phone (Statement 1, -2). 
I don’t have too much objection to marketing through my mobile phone as long as they don’t 
overdo it (Statement 16, +3).  
I would be happy to receive five or six SMS marketing offers each week (Statement 15, -3).  
I would only like two or three offers if I asked for promotions through the SMS (Statement 
14, 0).  
 
In terms of marketing strategy, Revellers view Location-specific m-marketing more favorably, as 
shown by their evaluation of statement 8 (+2). However, this location is not necessarily work- or 
home-specific, as shown in statement 6, which was rated (-1). Revellers also have a somewhat 
positive opinion about customer-initiated contact, as suggested by their evaluation of statement 
10. So again, it is possible to see elements of functional and conditional value reflected in these 
approaches to m-marketing.  
 
I would be interested in location specific SMS special offers as long as there were not too 
many (Statement 8, +2). 
I would be more receptive to SMS special offers that were more specific to my work or home 
locations (Statement 6, -1).  
I like the idea of customer initiated SMS marketing offers because I would be asking for the 
service not the other way round (Statement 10, +1). 
 
Despite these somewhat positive perceptions of the functional and conditional value of m-
marketing, the findings show that Revellers are unlikely to fill in check boxes on websites 
(statement 4, rated -1), tick boxes through in-store promotions (statement 5, rated 0), or enter 
SMS competitions (Mobile Experiences Q sort, statement 27, rated -1). Again it is possible to see 
this lack of consuming as play in terms of using the mobile phone for fun, such as entering 
competitions. 
 
I would go on a Website and fill in the little boxes of what I would be interested in receiving 
on my mobile phone and what I wouldn’t be (Statement 4, -1). 
I would tick the box to receive SMS promotions from shops I go to often (Statement 5, 0).  
I have entered SMS competitions … its just a bit of fun … and you never know, I might win 
something (MOBILE EXPERIENCES Q sort Statement 27, -1). 
 
The answer to engaging with Revellers may lie in their evaluation of statement 3 (rated -2), which 
suggests that they do not see a need to develop a relationship with a particular store in order to 
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receive SMS marketing offers. However, there is an indication of aspects of epistemic value, such 
as a way to provide curiosity or novelty and/or satisfy a desire for knowledge, through their 
evaluation of Statement 9 (rated +1). This finding suggests that Revellers may need more 
expressive or creative ways to interact with organisations. 
 
You’d have to have that relationship building stuff to get SMS messages from a company that 
you use (Statement 3, -2). 
It would be quite cool to be walking past a shop and receive an SMS message offering me a 
special deal (Statement 9, +1). 
 
The findings above imply more finely-nuanced elements of epistemic value, which is compatible 
with their apparent enjoyment of their phone identified earlier. This finding may also suggest 
support for practices within consuming as integration: where a Reveller becomes engaged as a 
competent participant in a social world of m-marketing activity as part of their everyday 
experiences with the mobile phone.  
 
6.  Contributions to m-marketing research  
 
The study contributes to m-marketing research on the experiential value that the mobile phone 
has for individuals by providing rich insights into how consumption practices can be categorised 
in terms of the everyday ownership and use of mobile phones. It also shows how consumer 
profiles differ in relation to the importance they place on particular elements of consumption 
value for a product that can facilitate m-services. There is support for Komulainen et al, (2008) 
who state that understanding the more nuanced elements of consumer perceived value, and being 
able to identify their sources, is more useful than simply identifying value concepts alone. Thus, 
through the integration of the Holt (1995) and Sheth et al. (1991) theoretical frameworks, our 
study identifies the practices (sources of value) that surround the consumption of mobile phones 
as well as the elements of value within those practices. Additionally, the findings support and 
extend research by Pihlström and Brush (2008) and Pura (2005) by locating this value into 
consumer-related contextual situations by identifying consumption practices and elements of 
value that can be complemented and enhanced by such m-marketing services. Finally, the study 
supports the notion that consumers perceive value in receiving m-marketing communications 
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(e.g. Haghirian et al. 2005) but further extends such research by identifying the sources, 
elements, and degrees of importance of this value for consumers.  
 
The study contributes to marketing research by providing both a description and an empirical 
application of QM to demonstrate the efficiency of this method in a study of the experiential 
value of consuming mobile phones and m-marketing. Thus, in marketing studies where capturing 
and clustering individuals’ subjectivity is of increased importance, QM can quantitatively 
determine the shared aspects of consumers’ subjective experiences, represented as profiles or 
themes that can be qualitatively interpreted by the researcher thus enhancing interpretive 
approaches to the study of consumer behavior (Barry and Proops, 2000).  
 
7.  Implications for marketing practice 
 
The results have implications for marketing practitioners. The findings in our study identify the 
practices and elements of value involved as well as the degree of importance that different 
consumer segments place on them. Thus, while a particular element of value may exist, its degree 
of importance varies depending on both the consumption practice and the consumer segment 
involved. With so many channels of advertising available to consumers, products or services that 
are of little value to complementing or enhancing their mobile lifestyles may be deemed to fail. 
Accordingly, we argue that recognising different segments of consumers in terms of their 
consumption practices with their mobile phones, rather than in relation to the product or service 
being offered, is important for marketers.  
 
The three profiles identified in our study are relatively easy for marketers to identify and 
interpret, so applying the findings related to value propositions would not be too difficult. For 
marketers, our findings show that Pragmatists and Connectors will need functional value in their 
m-marketing communications and to perceive that they have control over this activity in terms of 
conditional elements, such as how much and what type of m-marketing they receive. Strategies 
using customer-initiated or location-specific m-marketing could be used to overcome their 
psychological reactance to yet more advertising, but should be closely tailored to the importance 
they place on functional value, rather than lighthearted efforts to engage these consumers. The 
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findings also suggest that marketers need to carefully plan how to address the conditional aspects 
of value such as how they gain permission to send m-marketing to Pragmatists and Connectors. 
As shown, they are unlikely to use current methods of ticking boxes on websites, in shops, or 
through SMS competitions. Thus, marketers should consider more focused m-marketing 
strategies that attract (through permission-giving) and encourage these groups to participate by 
making the functional value or the conditional value of doing so the compelling message.  
 
While Revellers may sound like a marketer’s dream they present a different set of challenges 
compared to Pragmatists and Connectors. It appears that they are unlikely to participate in 
current forms of permission-giving or relationship development with individual stores, yet they 
perceive the value of their phones in terms of playful interaction, which could be extended to a 
specific location. The findings suggest that perhaps location-based and customer-initiated m-
marketing strategies could be combined to meet Revellers more finely-nuanced elements of 
epistemic value, in addition to their need for functional and conditional value. It is suggested that 
they might be interested in giving permission to a third party acting as an intermediary at an 
identified location, such as a shopping centre. This would relieve them of the necessity of 
building relationships through providing specific permissions to each separate business in the 
location. Thus, Revellers would have the opportunity to receive random m-marketing messages 
as they walk past shops, thereby meeting their needs for more expressive ways to interact with 
organisations.  
 
8.  Limitations and future directions 
 
This study is not without its limitations. First, the selection of the statements in the Q sample may 
be questioned in terms of what was included and what was left out. This limitation was managed 
through using a peer review process to provide a measure of objectivity when reducing the size of 
the Q Samples. While the sample size might be considered as a limitation, small samples are one 
of the recognized benefits of using Q methodology studies (McKeown and Thomas, 1988) and 
having additional participants adds very little to identified factors overall (Brown, 1980). The use 
of a student sample to start the recruitment process can be a limitation as student samples are 
slightly more homogenous (Peterson, 2001). However, our initial 16 participants were asked to 
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recruit non-students and, based on the sample size and characteristics reported, we believe this 
limitation was minimised. Finally, the study used two separate Q samples which is not a common 
approach and the results should be treated with caution. In defense of this variation, however, the 
second Q sample did identify interpretable factors that provided insights into how m-marketing 
complemented and enhanced the values identified in profiles from the first Q sort. 
 
Further research in this area is particularly important, as m-marketing is expected to account for 
some US$14 billion by 2011 (B&T, 30 May, 2008). Practitioners, however, do need further 
insights into how m-marketing can be perceived as valuable within the contextualised meanings 
of the mobile phone in the consumer’s everyday life. Thus, research should be carried out that 
replicates our study to determine the generalisation of the results. Conducting such a study using 
QM would also be of value to provide further evidence of the ability of this research method to 
examine such subjective consumer behaviours. Further research also could be undertaken to 
investigate consumers’ perceived value of a range of mobile Internet-based services, viral m-
marketing, or interactions with outdoor interactive advertising strategies using mobile phones and 
Bluetooth applications.  
 
Finally, the study represents an “outside-in” approach (Payne et al., 2008, p. 89) as it only 
identifies the consumers’ value creating processes involved. A future research direction could 
integrate a service dominant logic framework (e.g. Vargo and Lusch, 2008) as a conceptual 
framework within the experiential view of consumption (Payne et al., 2008) to explore how 
perceived value is co-created as an interaction between provider(s) and customers. A study of this 
nature seems particularly appropriate for mobile communication technologies in marketing where 
the interactions between the various constituents that create value-in-use will be the key to 




Table 1:     Descriptions of the Theory of Consumption Value and  
the Four Metaphors of Consumption   
 
Theory of Consumption Value (Sheth et al., 1991) 
A typology of different types of value in consumer choice situations, such as to buy or not buy a 
product, or to use or not use a product 
Functional the capacity for functional, utilitarian or physical performance. An alternative 
acquires functional value through its salient functional, utilitarian or physical 
attributes 
Social an alternative acquires social value through association with positively or 
negatively stereotyped demographic, socioeconomic and cultural-ethnic 
groups. Choice involves highly visible products and which are shared by others 
arising from interpersonal communication and information dissemination. 
Products are considered to possess symbolic or conspicuous consumption value 
in excess of their utility. 
Emotional an alternative acquires emotional value when associated with specific feelings 
or when precipitating or perpetuating those feelings 
Conditional the alternative acquires conditional value in the presence of antecedent physical 
or social contingencies that enhance its functional value or social value. Thus 
its value depends on the situation and some products have subtle conditional 
situations such as anticipated situations and unexpected events. 
Epistemic the perceived utility acquired from an alternative’s capacity to arouse curiosity, 
provide novelty and/or satisfy a desire for knowledge. New experiences 
provide epistemic value, and people may be driven through needs of 
stimulation or arousal. 
Four Metaphors of Consumption (Holt, 1995) 
A typology to explore how individuals experience the consumption of a product or service. 
Consuming as 
experience   
where consumption objects are embedded in the consumers’ social worlds and 
serve to impart shared definitions of reality, or “the way things are” within that 
socially constructed world. It also captures consumers’ subjective, emotional 
reactions to consumption objects, termed the experiential, hedonic, aesthetic, 
autotelic and subjective dimensions of consuming. 
Consuming as 
integration 
that is how the consumers use the object to constitute elements of their identity 
or self concept, such as assimilating, where the consumer becomes a competent 
participant in the social world of the consumption object. 
Consuming as 
classification 
where the consumption object is used to classify oneself against others, 
leveraging their experiential and integrating practices to communicate with 
other consumers which may involve displaying the product to others.  
Consuming as 
play 
how consumers use the object to interact with fellow consumers in a playful 
way, not only through instrumental actions, but autotelic actions where the 
playful interaction is for interaction’s sake.   
Summarised from the work of Sheth et al., (1991) and Holt (1995)  
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Table 2: Steps in a Q Methodology Study 
Overview: 
QM essentially involves a sorting task (called a Q sort) where participants (called the P set) sort a set 
of statements, photographs or other visual media (called the Q sample), ranking them along points on a 
pre-determined scale. For simplicity, this discussion involves a set of statements for the Q sample. 
 
Step 1: Discourse of interest 
The researchers identify the area of a discourse that they wish to explore.  
 
Step 2: Collecting statements about this area of discourse 
These statements are drawn from source such as in-depth interviews, newspapers or policy reports.  
 
Step 3: Statement selection: 
The initial set of statements selected is usually large to capture the widest variations of the 
phenomenon being studied, but should be reduced to a more manageable number for the sorting task. 
Each statement is then placed on a separate card and numbered consecutively. These cards form the Q 
sample to be sorted under a specified set of conditions by the P set.  
 
Step 4: Sample recruitment and sorting procedures  
The P set is recruited, often using purposive sampling. Forty to 60 participants are more than 
satisfactory in a QM study. P set participants are given the set of statement cards, the instructions for 
the sorting task and a scorecard that shows them the scale they need to apply. The scorecard also 
requires participants to rank the statements based on a predetermined, quasi-normal distribution 
pattern.  
 
Step 5: Statistical analysis: 
The completed scorecards form the data that is analysed. The analysis uses statistical software tailored 
specifically for QM studies and involves two stages: 1) a varimax-rotated Q principal components 
analysis is conducted to identify how the subjective opinions are clustered into factors; and 2) the 
factor arrays are produced that show the relevant statements relating to each of the factors identified. 
 
Step 6: Interpreting and explaining commonly shared attitudes or opinions 
The relevant statement arrays, selected based on the high positive or high negative scores for each 
factor, are placed side-by-side in a table and visually analysed for their differences and similarities. 
These findings are then interpreted by the researcher using summarising descriptions of the viewpoint 




Table 3: Summary of Key Characteristics of the Three Profiles  
 
Cluster Name Characteristics 
Pragmatists Predominantly see the value of mobile phones as a functional 
communication tool for their own use. They do not see value in 
other areas of the mobile phones functionality, do not express 
emotions regarding this technology, do not use it for playful 
purposes. The consumption practices for Pragmatists were identified 
as consuming as experience and consuming as integration. In terms 
of value elements, those identified were functional, conditional and 
emotional, but the degrees of importance were different depending 
on the sources identified in the analyses. 
 
Connectors In some ways similar to the Pragmatists but extend the functional 
value to the notion of connectability – that is they not only wish to 
be able to connect to others when they want, but for others to 
connect with them. They do not see value in using the mobile phone 
for playful activity. However, they do see importance in the social 
value of their phones – that is through social display. The 
consumption practices identified for this profile were consuming as 
experience and consuming as classification. Elements of value 
identified were functional, conditional and emotional with different 
degrees of importance identified. Additionally, consuming as play 
was identified with low importance of epistemic value. 
 
Revellers Appear to really enjoy the mobile phone and express positive 
emotions about it that reflects the extent to which they are involved 
with this technology. They are also more engaged with the different 
functions on their mobile phones such as aspects of SMS and its 
life-organising type functions. The consumption practices identified 
for this profile were consuming as experience and consuming as 
integration. Elements of value identified were functional, 






Figure 1(a): Example of completed scorecard - MOBILE EXPERIENCES Q sort 
-3 -2 -1 0 +1 +2 +3 
(3) (6) (10) (12) (10) (6) (3) 
Fill in your statement numbers in squares provided 
21 18 24 3 16 49 2 
27 11 15 25 12 40 44 
33 14 23 26 43 37 50 
 31 29 30 28 38  
 39 20 10 13 32  
 22 19 48 7 35  
  17 45 9   
  41 36 1   
  47 42 4   
  34 46 6   
   5    




Figure 1(b): Example of completed scorecard - M-MARKETING Q sort 
 
-3 -2 -1 0 +1 +2 +3 
(1) (2) (3) (4) (3) (2) (1) 
Fill in your statement numbers in squares provided 
13 4 5 3 2 8 1 
 15 14 11 6 10  
  16 12 7   
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Appendix 1: List of Statements for Mobile Experiences Q Sort  
 
1 Mobile phones are an important form of security for people nowadays.  
2 I have a love/hate relationship with my mobile phone …. I love using it but I hate paying the bills. 
3 I want the communication capabilities …. it’s important nowadays to have the mobile 
communication capability. 
4 I like to be always contactable by friends or to be able to contact others when I want to. 
5 If I can’t contact someone on their mobile phone I get frustrated or worried … I just feel they should 
always be available. 
6 Everybody’s got them now, haven’t  they? I suppose to be up with things you really do need a 
mobile phone. 
7 It’s probably such a part of my life that I don’t even think about having a mobile phone anymore … 
we all just have them. 
8 I don’t want the phone, I want the communication capabilities …. it’s important to have the mobile 
communication capability. 
9 My mobile phone makes me feel safer .. it makes me feel good that I can contact people when I need 
to.  
10 I really noticed that when I didn’t have a mobile phone people seemed surprised and said well how 
will I contact you then. 
11 I have a large dependency on my mobile phone – it’s more like a lifeline. 
12 It’s like my baby, I take my mobile phone everywhere. 
13 Mobile phones are a necessary evil nowadays. 
14 My mobile phone is my only contact with the outside world. 
15 I’m distraught without it – I need my mobile phone. 
16 My mobile phone is like a burden to me. 
17 It’s not just a mobile phone, its my organiser, it keeps me on track for the day. 
18 I play the games on my mobile while I am waiting … for trains … for friends, that sort of thing. 
19 I use the games on my mobile phones to fill in time and it’s a bit of relaxation … something that is 
mind-numbing yet challenging at the same time. 
20 When I am traveling on a bus or waiting around, I amuse myself playing with my mobile phone … I 
change the ring-tones or play the games. 
21 I get really engrossed in the games on my mobile and I don’t want to stop …. It’s so easy to get 
addicted to them. 
22 I send visual jokes that only work on a mobile phone … you know, those ones that flash or as they 
scroll down they move and change into something unexpected. 
23 I send naughty/sexy text messages to friends … its fun and it gets them to think of something to 
send back … and that’s fun too. It makes me feel good. 
24 I send jokes and funny pictures to my friends .. its fun to give someone a quick laugh and let them 
know you are thinking of them. 
25 My mobile phone is a lifestyle statement, it speaks about who I am. 
26 I like my mobile phones to be smaller, better, faster - like a sports car. 
27 I have entered SMS competitions …. its just a bit of fun .. and you never know, I might win 
something. 
28 My mobile phone says a lot about who I am socially and professionally. 
29 My sense worth is tied up with whether or not my mobile phone is ringing. 
30 I would feel better about myself if I had a nicer mobile phone. 
31 I have put on special ring tones for different friends so I can tell who is calling. 
32 You can pick out a background screen and a logo for your mobile …I think its nice to be able to do 
those things to make my mobile phone look a bit different. 
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33 I quite like the idea of dressing my mobile phone up when I go out …. I have a number of cases that 
I swap around depending on what I am wearing. 
34 I think of my mobile phone as an accessory – it reflects my sense of style. 
35 I only use the most common abbreviations in my SMS messages, I don’t know all the symbol things 
and the really short words that others use. 
36 Sometimes I can’t work out what my friends are saying in their SMSs as I don’t fully understand the 
abbreviations ….. I just wish they’d write in normal words. 
37 I use the MSN messenger style writing when I text my friends … and the smiley face/sad face 
things. 
38 I just use my mobile phone for phone calls … that’s all  …..it’s a functional tool. 
39 It’s not just a phone – basically my life is in my phone – it is my life organiser …. I send and 
receive emails, text messages, download information such as share prices using WAP and transfer 
stuff between my mobile and my laptop. 
40 In addition to calls, I use the alarm clock and the diary function for appointments and things I have 
to do - and of course, I use SMS  
41 I care about what people think of me … and my mobile phone tells people that I am capable. 
42 Having a mobile phone gives you social acceptance …. that you are up to date with technology and 
you are seen to have the right things in life …. You have your computer and you have your mobile .. 
so you are on the right track with your life. 
43 There are people who take a quick glance to see what kind of phones other people have because it is 
indicative of their income and their success in life 
44 People who have those really fancy mobile phones show that they are just a suckers for marketing – 
for image, that sort of thing. 
45 Now that I have my own phone, I identify with other mobile phone users and feel quite good 
showing my phone to others. 
46 My mobile phone gives me credibility with others. 
47 I network a lot and when I use my mobile phone, it enhances my image of being competent, .. and 
more efficient. 
48 Mine would be a better phone than most of my friends would have. 
49 People like to make decisions right now … so they expect to be able to contact you people 
immediately …they don’t want to have to wait until they can contact you at home or at work … they 
want to be able to make contact straight away. 
50 I think there are times when it is appropriate to have your mobile phone off, such as in meetings or 
in certain social situations, like restaurants. 
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Appendix 2: Statements for M-Marketing Q Sort  
 
1 There is enough marketing information available without having to get it on your mobile 
phone. 
2 If the marketing offerings were things that were directly relevant to me I would be interested in 
receiving it on SMS. 
3 You’d have to have that relationship building stuff to get SMS messages from a company that 
you use. 
4 I would go on a Website and fill in the little boxes of what I would be interested in receiving 
on my mobile phone and what I wouldn’t be. 
5 I would tick the box to receive SMS promotions from shops that I go to often. 
6 I would be more receptive to SMS special offers that were more specific to my work or home 
locations. 
7 I would like location specific SMS offers that were specific or relevant to my needs. 
8 I would be interested in location specific SMS special offers as long as there were not too 
many. 
9 It would be quite good to be walking past a shop and receive an SMS message offering me a 
special deal. 
10 I like the idea of customer initiated SMS marketing offers because I would be asking for the 
service not the other way round. 
11 I would be interested in receiving customer initiated SMS marketing offers that give me 2 for 1 
deals. 
12 There’s that boredom period on the train going home when I might like to receive SMS 
marketing messages.  
13 I would like to receive SMS marketing deals on Friday / Saturday night. 
14 I would only like two or three offers if I asked for promotions through the SMS. 
15 I would be happy to receive five or six SMS marketing offers each week.




Appendix 3: Factor Analyses for Q Sorts 
METAPHORS Q sort  M-MARKETING Q sort 
 
ID A B C  ID A B 
001   .70*     .10  .16 001  .78* -.12 
002 .51  .60* -.15 002 .21  .47 
003   .65*     .27  .25 003  .77*  .18 
004   .66* -.01  .30 004  .73* -.25 
005   .73* -.01  .11 005  .77* -.02 
006   .67*  .25 -.15 006 .48 .14 
007 .36  .50  .50 007  .65* .36 
008 .26  .07   .80* 008  .81* .36 
009 .02   .68* -.04 009 .03  .56* 
010 .28  .15   .61* 010    -.30 .42 
011 .33    .76* -.01 011 -.09   .86* 
012  .57* -.05  .41 012   .66* .48 
013   -.04 -.02 -.03 013 -.15 .10 
014  .63*  .28  .15 014   .83*    -.01 
015 .04  .08 -.22 015 .01    -.43 
016   .79* -.11  .26 016   .73* -.44 
017 .11    .61*  .35 017    -.17   .75* 
018 .21  .13  .04 018   .65* .43 
019 .41  .28   .76* 019   .84*   -.15 
020   .61* -.22  .32 020   .74*    .03 
021 .13   .29   .76* 021  .31    .24 
022 .24    .47*  .30 022  .43 .58* 
023 .57  .02    .61* 023   .78*    .20 
024 .43   .14    .54* 024   .79*    .31 
025 .22    .66*   .18 025  .35    .75* 
026 .12  .19   .35 026   .65*    .10 
027  .66*  .32   .15 027  .53   -.01 
028  .56*  .14   .21 028   .83*    .08 
029  .66*  .36   .32 029 .26    .65* 
030 .35  .29   .21 030 .26   -.01 
031  .58*    -.46   .12 031    -.09    .11 
032 .31  .44   .50 032   .74*   -.20 
033    .48  .16    .55* 033   .76*    .03 
034   -.05    .61*   .30 034 -.06   -.10 
035 .01    .55*   .18 035  .33 .85* 
036 .06 -.08    .88* 036  .81    .09 
037  .52*  .19   .42 037  .04    .43 
038 .00    .73*   .04 038 -.11  .77* 
039   -.13   .51   .53 039  .42    .42 
040   -.04  -.02   .03 040  .23    .05 
Cases 14     9  8 Cases  19 8 
% Var.  20%  14%  15%  % Var.   31% 16% 
49% of variance explained  47% of variance explained 







Appendix 4: Mobile Experiences Factor Array for the Mobile Pragmatists  
 
No. Statements Pragmatists Connectors Revellers 
4 I like to be always contactable by friends or to be able 
to contact others when I want to. 
1 3 2 
9 My mobile phone makes me feel safer … it makes me 
feel good that I can contact people when I need to.  
2 3 2 
13 Mobile phones are a necessary evil nowadays. 3 1 -3 
15 I’m distraught without it – I need my mobile phone.  -3 0 0 
22 I send visual jokes that only work on a mobile phone 
… you know, those ones that flash or as they scroll 








24 I send jokes and funny pictures to my friends … its fun 
to give someone a quick laugh and let them know you 
are thinking of them. 
0 -3 1 
27 I have entered SMS competitions … its just a bit of fun 
… and you never know, I might win something. 
0 -1 -1 
35 I only use the most common abbreviations in my SMS 
messages, I don’t know all the symbol things and the 
really short words that others use. 
2 0 0 
38 I just use my mobile phone for phone calls … that’s all 
... it’s a functional tool.  
3 1 -3 
49 People like to make decisions right now … so they 
expect to be able to contact you people immediately 
… they don’t want to have to wait until they can 
contact you at home or at work … they want to be 







50 I think there are times when it is appropriate to have 
your mobile phone off, such as in meetings or in 
certain social situations, like restaurants. 






Appendix 5: Mobile Experiences Factor Array for the Mobile Connectors  
No. Statements Pragmatists Connectors Revellers 
3 I want the communication capabilities … it’s 
important nowadays to have the mobile 
communication capability. 
2 2 3 
4 I like to be always contactable by friends or to be 
able to contact others when I want to. 
1 3 2 
9 My mobile phone makes me feel safer … it makes 
me feel good that I can contact people when I need 
to.  
2 2 2 
14 My mobile phone is my only contact with the outside 
world. 
-1 -2 -2 
22 I send visual jokes that only work on a mobile phone 
… you know, those ones that flash or as they scroll 
down they move and change into something 
unexpected. 
0 -3 1 
23 I send naughty/sexy text messages to friends … its 
fun and it gets them to think of something to send 
back … and that’s fun too. It makes me feel good. 
1 -3 0 
24 I send jokes and funny pictures to my friends … it's 
fun to give someone a quick laugh and let them 
know you are thinking of them. 
0 -3 1 
27 I have entered SMS competitions … its just a bit of 
fun … and you never know, I might win something. 
0 -1 -1 
43 There are people who take a quick glance to see 
what kind of phones other people have because it is 
indicative of their income and their success in life. 
0 1 0 
47 I network a lot and when I use my mobile phone, it 
enhances my image of being competent ... and 
more efficient. 
-1 2 0 
49 People like to make decisions right now … so they 
expect to be able to contact you people immediately 
… they don’t want to have to wait until they can 
contact you at home or at work … they want to be 
able to make contact straight away. 
2 2 1 
50 I think there are times when it is appropriate to have 
your mobile phone off, such as in meetings or in 
certain social situations, like restaurants  
3 3 3 
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Appendix 6: Mobile Experiences factor array for the Mobile Revellers  
 
No. Statements Pragmatists Connectors Revellers 
3 I want the communication capabilities … it’s 
important nowadays to have the mobile 
communication capability. 
2 2 3 
4 I like to be always contactable by friends or to be 
able to contact others when I want to. 
1 3 2 
9 My mobile phone makes me feel safer … it makes 
me feel good that I can contact people when I need 
to.  
2 2 2 
12 It’s like my baby, I take my mobile phone 
everywhere. 
-1 1 2 
13 Mobile phones are a necessary evil nowadays. 3 1 -3 
16 My mobile phone is like a burden to me. 1 0 -3 
27 I have entered SMS competitions … its just a bit of 
fun … and you never know, I might win something. 
0 -1 -1 
37 I use the MSN messenger style writing when I text 
my friends … and the smiley face/sad face things.   
0 -1 2 
38 I just use my mobile phone for phone calls … that’s 
all ... it’s a functional tool.  
3 1 -3 
40 In addition to calls and SMS, I use the alarm clock 
and the diary function for appointments and things I 
have to do. 
1 0 3 
50 I think there are times when it is appropriate to have 
your mobile phone off, such as in meetings or in 
certain social situations, like restaurants. 




Appendix 7:   Identifying the significant participants from the factors in the MOBILE 
EXPERIENCES Q sort for the two factors in the M-MARKETING Q sort 
 
 
Participant No MOBILE EXPERIENCES 
CLUSTER
M-MARKETING FACTOR 
Factor A Factor B 
001 Pragmatist .78  
003 Pragmatist .77  
004 Pragmatist .73  
005 Pragmatist .77  
008 Pragmatist .81  
012 Pragmatist .66  
014 Pragmatist .83  
016 Pragmatist .73  
020 Pragmatist .74  
028 Pragmatist .83  
019 Connector .84  
023 Connector .78  
024 Connector .79  
033 Connector .76  
    
009 Reveller  .56 
011 Reveller  .86 
017 Reveller  .75 
022 Reveller  .58 
025 Reveller  .75 
035 Reveller  .85 




Appendix 8: Mobile Pragmatists’ and Connectors’ perceptions and opinions on m-marketing 
 
No. Statements Pragmatists and 
Connectors 
Revellers 
1 There is enough marketing information available without 
having to get it on your mobile phone. 
3 -2 
8 I would be interested in location specific SMS special 
offers as long as there were not too many. 
2 2 
10 I like the idea of customer initiated SMS marketing offers 
because I would be asking for the service not the other 
way round. 
2 1 
13 I would like to receive SMS marketing deals on Friday / 
Saturday night. 
-2 -1 
14 I would only like two or three offers if I asked for 
promotions through the SMS. 
1 0 
15 I would be happy to receive five or six SMS marketing 
offers each week. 
-3 -3 
16 I don’t have too much objection to marketing through my 
mobile phone as long as they don’t overdo it. 
-2 3 
Secondary issues 
4 I would go on a Website and fill in the little boxes of 
what I would be interested in receiving on my mobile 
phone and what I wouldn’t be. 
0 -1 
5 I would tick the box to receive SMS promotions from 
shops that I go to often. 
0 0 
6 I would be more receptive to SMS special offers that 
were more specific to my work or home locations.  1 -1 
11 I would be interested in receiving customer initiated 





Appendix 8: Mobile Revellers’ perceptions and opinions on m-marketing 
 
No. Statements Pragmatists and Connectors Revellers 
1 There is enough marketing information available without 
having to get it on your mobile phone. 
3 -2 
2 If the marketing offerings were things that were directly 
relevant to me I would be interested in receiving it on 
SMS. 
1 2 
3 You’d have to have that relationship building stuff to get 
SMS messages from a company that you use. 
-1 -2 
8 I would be interested in location specific SMS special 
offers as long as there were not too many. 
2 2 
15 I would be happy to receive five or six SMS marketing 
offers each week. 
-3 -3 
16 I don’t have too much objection to marketing through my 
mobile phone as long as they don’t overdo it. 
-2 3 
Secondary issues 
4 I would go on a Website and fill in the little boxes of 
what I would be interested in receiving on my mobile 
phone and what I wouldn’t be. 
0 -1 
5 I would tick the box to receive SMS promotions from 
shops that I go to often. 
0 0 
6 I would be more receptive to SMS special offers that 
were more specific to my work or home locations. 
1 -1 
9 It would be quite cool to be walking past a shop and 
receive an SMS message offering me a special deal. 
-1 1 
10 I like the idea of customer initiated SMS marketing offers 
because I would be asking for the service not the other 
way round. 
2 1 
14 I would only like two or three offers if I asked for 
promotions through the SMS. 
1 0 
 
 
 
 
